


© Food Industry Foresight Pty Limited, 2017

The information contained in this report is the property of Food Industry Foresight Pty Ltd.

All rights reserved.

No part of this report may be reproduced or transmitted in any form, nor may any part of or 

any information contained in this report be distributed or disclosed to any person who is not 

an employee of the Subscriber without the written consent of Food Industry Foresight Pty 

Limited. The Subscriber agrees to take all reasonable measures to safeguard this 

confidentiality. Subscribers may not, under any circumstances, use information in this report 

for promotional purposes.

Note: Although great care has been taken to ensure accuracy and completeness in this 

project, no legal responsibility can be accepted by Food Industry Foresight Pty Limited for the 

information and opinions expressed in this report.



1

The New Zealand Foodservice Market has changed markedly over the past 
25 years and is now a more diverse market offering a greater variety of 
cuisines as well as eating-out options.  However, in essence, it remains a fairly 
conventional market place where eating-out is still not a way of life among 
the greater majority of New Zealanders and where original food and cuisine 
traditions dominate.  

This is in stark contrast to its Australian counterpart which offers a plethora of 
different cuisines, and where the average Australian eats out on a regular 
basis.  This marked difference between two neighbouring foodservice 
markets, we believe, is first and foremost accounted for by very different 
immigration histories over the last century.  
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❖ The New Zealand Foodservice Market has close to 22,500 foodservice 
outlets across the commercial and institutional channels. 

❖ New Zealand’s commercial outlet penetration, that is number of outlets 
per million of population, is very high when compared  with the Australian 
market. Across all commercial channels, NZ’s outlet penetration is a 
significant 68% higher.

❖ In the Institutional Sector, on the other hand, outlet number penetration is 
very similar when comparing the two markets.

❖ The effect is that the Institutional Sector in New Zealand only accounts for 
15% of total outlet numbers while the equivalent figure for the Australian 
foodservice market is 23%.
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The New Zealand Foodservice Market is valued at NZ$ 3.8 billion at wholesale 
prices representing a total volume of 549,000 tonnes of food and beverages 
across 11 main product categories:

1. Meat, poultry, fish & seafood
2. Fruit & vegetables
3. Breads & cereals
4. Cakes & desserts
5. Prepared meals
6. Sauces & condiments
7. Fats & oils
8. Spreads & jams
9. Dairy
10. Beverages
11. Snacks & confectionery
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❖ Over the last three years the NZ foodservice market has experienced an 
up-swing, and market forecasts for 2017 are strongly positive with an 
overall commercial growth rate of 3.4% in constant prices. 

❖ Previous years’ growth in the commercial foodservice market as well as 
current growth, has first and foremost been driven by an increase in 
overseas visitor numbers.

❖ The NZ Foodservice market does not have distinctive foodservice regions 
like Australia, but operators are strongly driven by seasonality in fresh 
produce which favours smaller, local suppliers. 

❖ In general, NZ foodservice operators in cities, urban areas as well as 
regionally, are enjoying stable market conditions and increased custom.




